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	 RQ	5:	How	many	affiliated,	unaffiliated,	and	total	sources	are	native	advertisements		 citing	in	their	advertising	messages?		 Past	research	implies	three	perspectives	of	source	expertise.	McGeorge	(1992)	found	that	individuals	that	outperform	others	in	a	given	domain	or	sphere	of	influence	are	considered	to	be	outstanding,	and	therefore	experts	within	their	domain.		The	second	perspective	of	source	expertise	derives	from	accumulated	knowledge	in	a	certain	discipline.	The	third	perspective	determines	expertise	to	be	a	result	of	training	and	ability	(Bimbaum	&	Stegner,	1979).		As	expertise	is	a	component	of	source	credibility,	sources	with	greater	perceived	expertise	will	be	more	effective.	
	 20	
	 RQ	6:	What	types	(by	job)	of	sources	are	native	advertisements	citing	in	their		 advertising	messages?		 Research	Questions	seven	and	eight	seek	to	measure	accessibility	and	attribute	saliency	concepts	of	Agenda-Setting	Theory	by	newspaper	section	and	brand	attribution	(Sutherland	&	Galloway,	1981;	Roberts	&	McCombs,	1994).		Media	salience,	or	“media	awareness	of	an	object,	usually	gauged	by	the	sheer	volume	of	stories	or	space	dedicated	to	topics	in	newspapers…”	reveals	the	public	importance	of	an	issue	(Kiousisi,	2004,	p.	74).		If	public	saliency	of	a	topic	is	reflected	by	the	content	and	volume	of	native	ads	within	that	certain	topic,	then	it	is	imperative	to	measure	what	categories	of	content	are	being	influenced.	






















Newspaper	 n	 Percent	 n	 Percent	New	York	Times	 15	 11.5%	 20	 15.4	USA	Today	 10	 7.7%	 8	 6.2	Washington	Post	 20	 15.4%	 1	 .8	Huffington	Post	 10	 7.7%	 1	 .8	Chicago	Tribune	 20	 15.4%	 20	 15.4	New	York	Daily	News	 7	 5.4%	 0	 0	Forbes	Magazine	 20	 15.4%	 0	 0	Atlantic	 11	 8.5%	 7	 5.4		
	 Research	Question	2	asked	whether	native	advertisements	presented	disclosures	prominently,	based	on	FTC	Guidelines	for	Dotcom	Disclosure	relative	to	size	and	formatting.	A	large	majority	of	disclosures	featured	smaller	fonts	(120	or	92.3%)	than	the	body	copy	of	the	native	advertisement	(M=.92,	SD=.268).	Only	18	(or	13.8%)	of	disclosures	featured	fonts	larger	than	the	body	copy	of	the	native	ad	(M=.14,	SD=.347).	The	Atlantic	(18	or	13.8%)	used	the	most	fonts	smaller	than	the	body	copy	of	ads	in	disclosures	(M=3.00,	SD=5.7),	and	USA	Today	(10	or	7.7%)	used	the	most	fonts	larger	than	body	copy	(M=1,	SD=0).		Most	online	newspapers	and	other	news	sources	did	not	comply	with	FTC	guidelines	for	disclosures	in	that	more	than	90	percent	of	disclosures	were	stated	in	fonts	smaller	than	the	body	copy	of	the	advertisement,	making	them	more	difficult	for	consumers	to	see.		 However,	124	disclosures	(or	95%)	featured	fonts	with	different	formatting	than	the	body	copy	of	the	native	advertisement	(M=.95,	SD=.21),	which	complies	with	FTC	Guidelines	in	that	the	formatting	of	disclosure	statements	should	not	blend	in	with	the	
	 27	
body	copy	of	the	advertisement.	Only	three	disclosures	(2.3%)	used	the	same	formatting	as	the	body	copy	of	their	ads.		 Research	Question	3	asked	how	frequently	disclosures	are	repeated	in	native	advertisements,	based	on	FTC	Guidelines	for	Dotcom	Disclosure	relative	to	frequency.		The	average	native	advertisement	featured	two	or	three	disclosures	(M=2.54,	SD=2.39)	with	(22	or	8%)	as	the	most	disclosures	present	in	one	advertisement	and	with	1	disclosure	as	the	least	amount	(18	or	13.8%).		All	130	advertisements	featured	at	least	one	disclosure	statement.	On	average,	native	advertisements	from	The	Atlantic	(20	or	15.4%)	used	the	most	disclosures	(M=3.9,	SD=5.74).	Results	were	as	expected	for	the	Atlantic,	as	the	publication	recently	promised	to	tighten	native	ad	regulations	following	their	controversial	publication	of	a	native	advertisement	from	the	Church	of	Scientology	(Moses,	2013).	The	New	York	Daily	News	ads	(10	or	7.7%)	featured	the	least	amount	of	disclosures	per	native	ad	(M=1,	SD=0).	A	t-test	revealed	that	online	newspapers	(The	New	York	Times,	USA	Today,	The	Washington	Post,	The	Chicago	Tribune,	and	the	New	York	Daily	News)	used	slightly	fewer	disclosures	on	average	[t(130)=2.5,	p	<.05]	than	other	online	news	sources	(The	Huffington	Post,	Forbes	Magazine,	The	Atlantic).		 Research	Question	4	asked	what	language	was	used	to	label	native	advertisements,	based	on	FTC	Guidelines	for	Dotcom	Disclosure	relative	to	disclosure	language.	The	content	of	disclosure	language	for	each	online	outlet	is	show	below.	New	York	Times	native	ad	disclosures	were	labeled	as:				 “Paid	Post,”	“This	page	was	produced	by	the	T	Brand	Studio,	a	unit	of	the	advertising		 department	of	The	New	York	Times,	in	collaboration	with	(product	name).	The		 news	and	editorial	staffs	of	The	New	York	Times	had	no	role	in	its	preparation,”	“T	
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	 Brand	Studio	(logo),”	a	“paidpost.nytimes.com”	URL,	and	“Paid	for	and	Posted	by		 (product	name).”	USA	Today	native	ad	disclosures	were	labeled	as:		 “Sponsor	story	provided	by	(product	name),”	“This	story	is	provided	and	presented		 by	our	sponsor,”	“This	story	is	provided	and	presented	by	(product	name),”	and	a		 “usatoday.com/story/sponsor-story”	URL.	Washington	Post	native	ad	disclosures	were	labeled	as:		 “Sponsor	Generated	Content,”	“By	(product	name),”	“WP	BrandConnect,”	“This		 content	was	created	by	(product	name),	and	a	“washingtonpost.com/sf/brand-	 connect”	URL.	Huffington	Post	native	ad	disclosures	were	labeled	as:		 “HuffPost	Partner	Studio,”	“In	partnership	with	(product	name),”	“Presented	by:			 (product	name),”	“advertisement	presented	by	(product	name),”	and	a		 huffingtonpost.com/news/sponsored-content”	URL.	Chicago	Tribune	native	ad	disclosures	were	labeled	as:		 “Powered	by	(product	name),”	“Brand	Publishing;	this	is	sponsored	content.	It	does		 not	involve	editorial	or	reporting	staffs	of	the	Chicago	Tribune,”	“Advertisement;		 this	content	is	not	produced	by	the	newsroom,”	“Brand	Publishing,”	“Tribune	Brand		 Publishing,”	“brought	to	you	by	(product	name),”	“by	Brand	Publishing,”	and	a		 chicagotribune.com/brandpublishing”	URL.	The	New	York	Daily	News	native	ad	disclosures	were	labeled	as:		 “sponsor	content	provided	by	(product	name),”	and	a	nydailynews.com/sponsor”		 URL.	
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Types	of	Sources	Present	in	Native	Advertisements	Source	Type	 Frequency	 Percent	 Std.	Deviation	Unaffiliated	 50	 38.5	 .49	Data	 30	 23.1	 .42	Affiliated	 48	 37	 .48	Executive	 35	 27	 .45	Professional	 25	 19.2	 .39	Worker	 20	 15.4	 .36	Celebrity	 6	 4.6	 .21	Organization	 35	 26.9	 .45	Student	 3	 2.3	 .15	Other	 4	 3.1	 .17																Total	 128	 	 	
	
	Table	3		
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C. Disclosure	Placement	Disclosures	should	be	placed	near	the	content	of	the	native	advertisement	so	that		 consumers	can	clearly	see	the	disclosure	without	having	to	scroll	to	another	section		 of	the	Website.	Placement	are	measured	in	terms	of	location	relative	to	the		 advertised	message	(FTC,	2013).	
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D. Font	Prominence-Size,	Color	




	 	1. Same	text	color	2. Different	text	color	3. On	different	colored	background			
	






	 Sources	were	classified	as	official	or	unofficial	depending	on	the	nature	of	their		 relationship	with	the	advertiser/content.	Affiliated	sources	are	defined	as	those		 speaking	on	behalf	of	the	advertised	brand	or	organization,	while	unaffiliated		 sources	were	defined	as	those	speaking	on	their	own.	Affiliated	sources	include		 company	or	organizational	spokespersons,	government	officials,	official		 governmental	reports,	lawyers	representing	clients,	and	experts	such	as				 psychologists.	Unaffiliated	sources	average	people,	consumers,	family	members,	etc.,		 with	no	stated	credentials	or	affiliation	to	the	advertised	brand	(Berkowitz	&		Beach		 1993).	




	 	1. Executive			 	
	 50	
	 	 An	owner,	manager,	president,	vice	president	or	other	leader	in	a	position	of			 	 management	or	decision-making	associated	by	employment	with	the		 		 	 organization/brand	sponsoring	the	native	ad.		 			2. Professional	




	 	 A	spokesperson	or	public	relations	professional	who	works	on	behalf	of	the			 	 organization’s	reputation.			 5. Celebrity	
	 	 A	notable	person	identified	for	their	fame	or	success,	such	as	an	actor,			 	 entertainer,	or	professional	athlete.		 6. Not	Stated	(affiliation	present)	
	 	 A	source	whose	type	is	unidentified	and	speaks	on	behalf	of	the	advertised			 	 organization/brand.		 7. Not	Stated	(unaffiliated)		
	 	 A	source	whose	type	is	unidentified	and	who	does	not	speak	on	behalf	of	the			 	 advertised	organization/brand.				
D. Newspaper	Section	(where	advertisement	is	located	in	online	newspaper)	
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